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Introduction 
Advertisement is a vital part of an entire marketing system in 21st century. The 
essence of a high-quality advertisement is to obtain more of a certain segment and thanks to 
this, to pay people’s attention on a product or have them interested in the whole brand. As 
market is constantly growing and many various brands in different fields appear on it, 
marketers should always be looking for creative ways to promote their products by following 
new marketing trends to stay competitive and visible for people in the world cluttered with 
competing brands. If looking at some advertising statistics, then according to Statista (2020), 
by estimation, advertising spending in US dollars in 2019 were 563.02 billion worldwide 
which is 163,76 bigger than in a year of 2010 (this year the amount was 399.26 billion) with 
each year of stable growth of advertising spending. This reflects the fact that companies 
intend to outlay more of its funds on the manifold, forceful and effectual promotion of its 
products or services. Romaniuk et al. (2003) shows that there is a very popular opinion that 
the significance of the brand is more important for the buyer, so the companies should 
constantly be in the trend of the modern sales market and always be interesting to people and 
suggest them products according to their personal needs and preferences, as well as give them 
choice. The author (2003, p.219) states: “Generally, it is held that the more positively the 
brand is perceived by the marketplace, the more customers will buy”. 
In this thesis the author intends to make an accent on an efficiency of a usage of 
visual art on the wine product advertising and how it might influence the likability of the 
product and the brand as a whole, while the advertisement of this product will be considered 
as a way of promoting the wine brand. The author finds it topical and of a current interest to 
investigate whether there is sense from the marketer’s perspective to insert visual art 
elements into the advertisement in order to increase attention of people and whether it 
increases the people’s desire and their intention to purchase this particular wine bottle.  
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There are multiple ways how brands can make their advertisements stand out. For 
instance, Palmeri et al. (2002) claimed that choice of the product begins with perception of 
the external factors of the purchased object by brain’s neural system, which activates certain 
parts of the brain that are responsible for the visual analysis of things. That’s why it became 
common to include various kinds of visual expression that affect brain and person’s 
subconscious, such as: colors, images, symbols (“cruelty-free”), sexuality elements or 
violence (used for the social advertisement). Every persuasion or attention-grabbing method 
marketers use will however also have some influence on the brand and its perception. 
One of the ways to attract more attention and increase the brand’s popularity is to 
include art items in the advertisement of the product. In the last decade, more and more 
brands are presenting art objects in their advertising campaigns, such as inclusion of a visual 
art on the product advertisement, creating dance performances of the TV advertisement, 
using and interpreting famous songs or writing the new ones for a better, bright and unusual 
visualization of the product and its meaning. According to Hetsroni and Tukachinsky (2005), 
it has been proved that usage of an art features catches more of a people’s attention, so it 
contributes to effective products promotion, while the product is from non-art section. 
Furthermore, Cavalli (2007) claims that application of art brings a certain value to the 
product which is important nowadays in advertising world with ever growing 
competitiveness.  
To add about the need to research and find how inclusion of art can influence the 
likability of the product and the perception of the brand as a whole, it is needed to mention 
quite big gap in research on this topic. So, to the author’s view, the choice of this topic can be 
proved by the reasons described above and from the marketers’ perspective it is probably 
needed to examine whether there is a meaning for them to include the art objects to the 
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advertisement of the product to have more of people’s attention and interest, and logically 
more purchases and more demand. 
The aim of this thesis is to examine how the inclusion of visual art in wine advertising 
influences customer’s brand perception. 
To reach this aim, such research tasks were set by the author: 
• Define the term brand and brand perception, bring out the concepts, 
• Analyze the previous researches about the brand and brand perception, 
• Explain the term advertisement as well as its main goal, 
• Analyze how the previous works on finding an effect of art features in 
advertisements on the customers’ brand perception have been researched 
before,   
• Provide art and non-art advertisement of wine bottles for visual representation 
for the further research, 
• Create a questionnaire for receiving proper responds from the participants, 
• Analyze the results and report whether there is an influence of usage of art in 
wine advertising on a people’s perception of the brand. 
Looking at the structure of the following work, first chapter – the theoretical part - the 
term brand both with the term brand perception will be brought out in the theoretical 
framework to see how it is presented from the various authors’ views. Moreover, in this part 
the analysis of different definitions of advertisement and description of its main tasks will be 
reflected as well.  Also, the author will review different works on a revealing the effects of 
the usage of art features in different types of advertisement done by other researchers 
together with the results that were received after the research and how the inclusion of art 
influences the perception of the brand. In a second chapter - the empirical research on how 
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inclusion of art features can affect the customers’ decision and a level of likability of the 
wine product. 
Keywords: visual art, brand perception, advertisement, customers’ attention, 
preferences. 
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1.The effect of art in product advertisement on the brand perception 
1.1 The concept of brand and the brand perception, its types and measurement  
  Firstly, there is a need to define and explain the concept of the brand and how it can 
be measured because it is going to be the starting point of understanding the brand perception 
as well as the whole empirical part of the thesis. 
To begin with, the American Marketing Association (n.d.) explains the brand as a 
combination of such elements as: unusual design, certain signs, set of colors and symbols, 
text, logo that are involved in creating a certain image that later provides an opportunity for 
people to recognize it from other brand in same field and ability to be highly competitive and 
be different from others on the market.  
After some time, people begin associate the image with the level of, first of all, 
quality, plausibility, price, internal content and satisfaction. Also, brands should create a 
certain value and be meaningful to the customers, so they help consumers on the market with 
this great variety of various brands to stand for exact benefits and the value. 
(BusinessDictionary, n.d.).  
Keller (2005, p.27) offered such definition, completely different from earlier provided 
and that has another idea of what is brand, as: “A brand is a set of associations that arise in 
the mind of a consumer that add perceived value to a product or service”.  
Another definition can be taken from the work of the marketing professor Leslie de 
Chernatony (2007, p.27-28): “A successful brand is an identifiable product, service, person or 
place, reinforced in such a way that the buyer or user perceives their relevant, unique, added 
values, in full to the extent appropriate to their needs and requirements. The success of these 
brands is largely the result of the ability to maintain these additional values in a competitive 
environment”. Here it can be seen that this definition seems quite different from the ones 
from dictionaries because of considering not material component of the brand as well as there 
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is no expression of the company’s differentiation from the competitors or its positioning on 
the market. 
Starov (2009, p.747) proposed the definition with the similar idea as well: “A product 
that meets the functional needs of users and provides them with additional value that can 
satisfy emotional and symbolic benefits”. This definition proves the author’s point presented 
at the beginning that first of all, brand must create certain value and be beneficial for 
customers as well as to function in accordance with company’s and also customers’ 
principles. Furthermore, after analyzing the definitions, the deep point of what the brand is, 
namely the creation of strong brand image seems very important to the author both for 
companies and for customers. 
According to the David Haigh and Jonathan Knowles, there are three short but exact 
definitions of brand and the well-known 21st century business and marketing word - 
branding. First, that brand is simply legally protected logo and all the associated elements on 
it (those, that were described in the paragraphs above). Second – a large set of trademarks 
and all the related intellectual property rights (data storage and protection, software, all the 
manufacturing and supply chain techniques). And the last one - ‘‘a holistic company or 
organizational brand” (Haigh and Knowles, 2004). If shortly explaining and understanding 
the meaning of this third quite wide and general definition, can be said that generally it 
involves the whole organization and all the activities connected with the creation of the brand 
itself (its history, values, advantages etc.) Thus, the brand includes all of the protected visual 
elements showed earlier and intellectual property rights but at the same time which have to 
also include the culture, people and company environment just because all of them are 
playing in huge role in successful branding process and are very important in how one 
company differentiates itself from other companies on the market. 
 
10 THE EFFECT OF ART IN ADVERTISING ON BRAND PERCEPTION 
 
Table 1.  
Summary of the definitions of the term “brand” 
Author and year Definition of brand 
American Marketing 
Association 
“Сombination of such elements as: unusual design, certain 
signs, set of colors and symbols, text, logo that are involved in 
creating a certain image” 
Business Dictionary “Brands should create a certain value and be meaningful to the 
customers, so they help consumers on the market with this 
great variety of various brands to stand for exact benefits and 
the value” 
Keller (2005) “A brand is a set of associations that arise in the mind of a 
consumer that add perceived value to a product or service” 
Chernatony (2007) “A successful brand is an identifiable product, service, person 
or place, reinforced in such a way that the buyer or user 
perceives their relevant, unique, added values, in full to the 
extent appropriate to their needs and requirements” 
Starov (2009) “A product that meets the functional needs of users and 
provides them with additional value that can satisfy emotional 
and symbolic benefits” 
David Haigh & Jonathan 
Knowles (2004) 
“legally protected logo and all the associated elements on it” 
“a large set of trademarks and all the related intellectual 
property rights” 
‘‘a holistic company or organizational brand” 
 Source: Compiled by the author 
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If comparing the definitions presented in the table and analyzed above, such can be 
generalized that the brand is a combination of certain elements and information that brings a 
certain value and benefits to a customer and which evoke positive or negative associations. I 
It is interesting to note Keller (2005) expresses this very differently from all others, because 
brand is presented as combination of opinions and associations that occur when looking at the 
brand or its products. Although, despite having quite short definition based on associations, 
still it gives an understanding that for brand is important for any company and that it gives to 
the customers a possibility to understand if the product of this brand is in accordance with 
their needs and desires thanks to forming certain values and providing benefits to people. 
In fact, all of these definitions contain all the needed components that can form strong 
brand image. Although if getting into differences between them, some of them are only about 
design and visual things (such as logo, visual elements, style, text, symbols), for instance 
such sources as: American Marketing Association and Haigh with Knowles. Although, others 
(the biggest part) claimed that brand is rather a set of associations and value and something 
by which product can be identified and recognized. For instance, such authors as Keller, 
Chernatony and Starov as well as Business Dictionary mentioned that first of all brand has to 
first of all provide certain strong values and be beneficial for people who will choose it.   
In conclusion, the definition of the American Marketing Association was chosen by 
the author for the further analysis in this work because in this Bachelor thesis the main aspect 
that the author is considering here is the visual aspect and all the visual components of the 
product and the brand itself. Along with all the definitions presented and analyzed above, the 
author of this work would like to present her own definition of the brand which would 
combine all of them and be the most suitable for the present work. So, brand is a way of 
communication with potential customers thanks to a certain design, which gives a detailed 
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information about it and its products along with all the benefits and values, as well as evokes 
certain associations.  
Here comes the need to understand the meaning of brand perception and to the 
author’s view in the simple words. If looking from the marketers’ or sellers’ view in the 
company of a certain brand or from the consumer’s view, then it means a certain customer’s 
attitude to the brand, how the person see the image of the brand, whether all the brand 
elements are attractive and seem valuable and meaningful for the customer, how the brand 
positions itself, whether brand’s value matches to the customer’s one and whether everything 
satisfy his/her needs. So, this is how company’s customer see the brand. Logically thinking, 
the more company fulfills all the customer’s “requirements”, the higher and the better, and 
also more loyal the potential customers’ perception of the brand will become.  
As Maksim Olegovich Makashev (n.d.) stated in his article: “Consumers give 
preference to a brand when brand messages are objective, and its values are clearly 
positioned. The main objective of the brand is to identify, express these features and inform 
consumers what advantage it has.” This can prove the before-mentioned author’s view. And 
to sum up, for the company it is extremely important to analyze and understand the people’s 
attitude to the whole brand because only customers’ opinions can form an excellent brand for 
the company and only their reviews can help brand-managers understand what has to be 
changed in order to meet customers’ expectations and not to lose loyal ones. 
When speaking about the brand perception, here is a need to introduce the concept of 
brand equity. Feldwick (1996) offered to divide and introduce the classification of this 
concept by three different terms such as: brand value, brand strength and brand description 
where brand value is considered from the perspective of financial value which is expected to 
appear while selling a product or while all the accounting activities. Brand strength is 
considered from the company’s perceptive because it is a possibility for a firm to understand 
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the loyalty level of customers to the brand. While brand description is important for the 
customers because they will always certainly have a bundle of the associations with the brand 
even right after a first sight on the product and discovering the brand of it.  
The two authors of the interesting research work Antonova and Patosha (2018) 
introduced that consumer’s perception of the brand can be done in two different ways. The 
first, which is direct communication, is brought out within the framework of marketing 
communications between the brand and the consumer where all these marketing 
communications are included in the organization itself and are done by this particular 
organization. In this case, perception is carried out both through direct contact with the 
brand's products in stores as well as through brand’s website, different types of advertising 
and various promotion channels. The second way of perception, indirect communication, 
includes sources that are not directly related to the brand. Examples of such way of thinking 
can be reading various publications on the media channels where a brand is mentioned in a 
positive or negative way, such as forums or websites specially created for reviews, as well as 
people can hear or ask a certain review from a friend. 
Although, nowadays, in 21st century when we go to the shop, we always think what 
kind of wine we would like to buy, namely of which brand. Now, it is more difficult to make 
a quick choice because of the greater variety of different new and old well-known brands in 
the shops. So here it is an example of everyday situation in the supermarket, when we have 
already chosen that kind of wine that we wanted to try, we still will think about what the 
brand is and even have doubts such as: “Whether it is better to try the wine of new brand or 
to take wine that I always used to buy?” Namely similar wine brand to this person. And such 
situation can be suitable for any category of the products.   
Brand perception includes perceptions of all the product characteristics, benefits and 
values, brand image, and uniqueness of features which distinguish the brand from other ones. 
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With the help of such features and unique brand elements, a brand is able to become more 
visible and more recognizable to the consumer among all other brands that are operating on 
the same market. Thus, such features usually function as points with which customer 
associates the brand, which makes it easier for the consumer to remember it, as well as to 
recognize it faster and more often. So, it can be concluded that the result of brand perception 
is a component of the brand image (Antonova and Patosha, 2018). Logically thinking, if the 
brand is already recognizable and express good associations for the customer, more likely 
that this person will purchase exactly this product of this particular brand. 
To get an idea about what are the various types of brand perception, according to the 
John Spacey, there 7 common types of it: quality, visual, senses, personality, reputation and 
legacy, status and culture. Quality means whether the brand can satisfy all the customer’s 
needs, as for the most potential consumers. Value, tightly connected with the quality, can be 
explained as the equality of the price with the quality of the product, as for people’s minds, it 
is that if price is increasing, then obviously. The visual aspect is responsible for the 
“appearance” of the product, for instance, how it is advertised, how does the design look like, 
whether it is in accordance with the new marketing and selling trends. Senses represents what 
person feels when choosing the product, as an example, a pleasantly smelling soap, as this 
can definitely have an impression on a person and leave a positive or negative sediment. 
About the personality aspect, it can be said, that brand can also have personality like all the 
people have and that is why each brand differs from others, its competitors. Moving to the 
reputation and legacy type, this shows the whole history of a brand and what people know 
about the company. Status and culture aspects are logically about what social status the 
company has, and to which culture the firm belongs to. (Spacey J., 2017) These are various 
kinds of perceptions that influence the choice, and which form the person’ attitude to the 
15 THE EFFECT OF ART IN ADVERTISING ON BRAND PERCEPTION 
 
product and the brand in general, and also are the key points that are helpful for the company 
to understand its customers and their needs.  
To understand the customers’ attitudes to the brand nowadays and how they perceive 
each brand, company needs to know how to measure it and see what they think about the 
products. As Jana Barrett (2019) explains in her article, that there are 4 steps how it can be 
monitored by: 
• usage of Google Alerts, 
• reading online reviews on the websites, 
• analyzing and responding to people’s posts in social media, 
• making surveys with customers directly. 
Now, in 21st century for any firm it is very easy and accessibly to reach all the 
customers, to know what they need, think and want even through a social media. It can be 
proved with statistic: 33% of customers prefer to contact brands using social media rather 
than the telephone (Schneider M., 2015). This statistic shows that marketers can see what the 
reactions, reviews and emotions which people have after purchasing the product.  
Coming back to the types of the brand perception, the author in this thesis is mainly 
considering the visual aspect, which is responsible for the representation of product and is a 
key element in the product advertisement in this research. In this research work, the author 
considers advertisement with the visual art on it as a factor that affects the purchase of 
product, likability and the choice. As well as the types of the brand perception helped the 
author of the work to understand what the main aspects by which customers form a certain 
strong opinion about the brand. This chapter also gave a clearer understanding about how the 
empirical part should be formed based on the types and the meaning of the brand and brand 
perception. 
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1.2 Analysis of the previous research works on the brand and brand perception 
In this subchapter the author will to analyze, and present main findings of the research 
works on the topic of the brand and the concept of the brand perception.  
The first work that was worth considering is the journal research article by the Chen 
Ching-Fu and Wen-Shiang Tseng (2010) about exploring the brand equity system on the 
example of the airline in Taiwan. In the study four aspects of brand equity were presented 
and taken from the conceptual model of brand equity for the example: brand awareness, 
brand image, perceived quality and brand loyalty. This article was an interesting thing to read 
and analyze from both: customers’ and company’s perspectives because it is always needed 
to understand what influences the people’s choice of brand (in this article – airline).  In the 
empirical part of this work the researchers made a hypothesis testing with the combination of 
the each of the aspects of the brand equity. Also, is needed to mention that in this work the 
research is considered from the perceptual and behavioural directions. So, the study showed 
how the brand equity forms with all the 4 components mentioned above through the 
cognitive, conative and affective stages. The main results of it was that the importance of the 
brand awareness is obvious just because on the example of the airlines, people will not 
choose airline that they did not hear about or they do not anything about it but rather the one 
that was recommended by friends or that is advertised and that is more widely used for 
flights. With this fact, it was proven that they have to look for and be aware of good and 
effective marketing strategies which are the most efficient way of communication with 
potential clients and which will certainly help for the brand to be actively recognized further. 
Here can be the comparison with this Bachelor thesis about the importance of the 
fully formed brand for more customers, more of their attention and the demand for the 
company. And logically thinking, such can be stated that for any type of products and 
companies it is vital to understand the meaning of their brand that they want people to see, 
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the importance of the brand image in order to be able to establish certain strong positive 
attitude of potential consumers to the brand. As well as formation of a strong brand image 
and ability to effectively and quality advertise it – is one of the ways of communication 
between the company and people who might be the potential clients or customers. Especially, 
in modern times when there are bunch of other new brands who are actively occupy the 
market and operating there catching more and more attention. 
The next work for analysis was about the brand knowledge and brand attitude on the 
example of non-financial performance of green restaurants. The main aim of this research 
was adding one efficient research in this field (as there is a lack of such research works on 
this topic) and understand and analyze the structure and all the components of the brand 
attitude in Taiwan’s green restaurants (Liu, Hu, Lin, Tsai & Xiao, 2020). By these authors, it 
was assumed that such restaurants should certainly develop bran knowledge in order to be 
recognized and form certain brand attitudes and brand perceptions as well as to strengthen 
their bran performance. If comparing, this research paper can seem similar to the previous 
analyzed by building the main empirical research on already familiar factors such as: brand 
knowledge, brand awareness, brand image, non-financial brand performance, brand loyalty, 
customer satisfaction and brand attitude. Here can be seen that in such works about 
understanding the formation of the brand attitudes and perception it is obligatory to link this 
and analyze the relation with customer behavior and satisfaction. An empirical research was 
formed based on different hypothesis about effects that certain brand element has on the other 
brand components (for instance, the possible positive effect of customers’ perceived brand 
image and their perceptions of brand attitude).  
Speaking about the methodology, Liu, Hu, Lin, Tsai & Xiao (2020) build their own 
research model based on the literature about the brand and its elements in line with the 
presented questionnaire and statistical analysis (structural model and hypothesis testing). 
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Also, what was quite interesting to read was related to the relationships of all these brand 
elements mentioned above. There were several authors mentioned in the paper such as Dean 
(2002) and Philip Kotler (1996), who proved a strong connection between the brand attitude 
and brand loyalty or that such aspects as brand image and brand awareness are those factors 
that help or are even vital so as to determine customers’ brand attitude. Coming to the results 
of empirical part of this paper, the main factor which is brand attitude proved its effect on 
formation of the brand loyalty as well as of customer satisfaction. As well as such statement 
of the author Engel (1995) was proved that combination of understanding the attitude to a 
brand and effective marketing strategies and marketing communications are vital aspects for 
successful development of the products and services and for more of the customers’ 
favourable evaluation and satisfaction. Also, it was found that research showed that brand 
attitude has a crucial mediating role in relationships of such notions as brand knowledge and 
non-financial brand performance.  
The next very similar research work of the Faircloth, Capella and Alford (2001) is 
about effect of brand attitude and brand image on brand equity. This research is built on the 
well-known conceptualization models of Aaker and Keller. An empirical methodology is 
based on construction of certain hypothesis which claims that for instance brand attitude has 
a significant positive effect on brand equity together with interviewing and then conducting 
statistical analysis with various statistical tests.  
Speaking about the results of this paper, they turned out really similar to the results of 
the previously analyzed work about the green restaurants. The authors of that paper also 
partially proved the scheme presented by Aaker and Keller as both of them suggested that 
favourable image of the brand and positive attitude to brand might increase the whole 
conception of the brand equity. Also, the empirical study demonstrated a direct influence of 
the brand image on brand equity. Although, it was also explained that brand attitude cannot 
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properly predict the whole brand equity. So, in such way the authors confirmed the Keller’s 
(1993) statement about these three brand elements that brand attitude is more like a part of 
the brand image. That is why such conclusion was made that image might be more effective 
in predicting and more strongly influencing the brand equity and in that research paper brand 
attitude became a part of the brand image which after that led to the formed brand equity 
according to the conclusive brand equity model presented there by Faircloth, Capella and 
Alford (2001). Generally speaking, this work was quite helpful in understanding what plays 
bigger role and what is more important from the brand managers’ and consumers’ 
perspectives. To sum up, it is clear that brand managers should determine what is better 
strategy for their products in order to successfully communicate with potential customers. 
The final work about the brand perception, particularly about “The Influence of 
Product Variety on Brand Perception and Choice” (Berger, J., Draganska, M., & Simonson, I. 
(2007). The main aim of this work is to examine whether wide variety of products can 
somehow positively influence on the customers’ perception of brand, increase of the quality 
of the brand and likelihood of purchasing.  
While reading their research work, the author noticed that there were such statements 
that, for instance, from one side availability of big variety of products and bigger assortment 
means higher costs and will evoke the difficulties in decision making from the customers’ 
side although the studies showed that people liked more when there is a greater choice on the 
shelves because they see from what they can make the best choice for them. However, such 
people who had a great variety of products were less likely to make a certain purchase as due 
to our psychological structure when a person sees really a lot of things for choosing, he/she 
becomes lost in it and doubts which choice is better to make and what will be the best to buy. 
(Iyengar and Lepper 2000). That is why it is always better to know what you are going to buy 
in the store and why brand recognition is a good thing from marketers’ and customers’ 
20 THE EFFECT OF ART IN ADVERTISING ON BRAND PERCEPTION 
 
perspectives. Also, from another side it is argued that more products variety can satisfy more 
consumers and more people’s desires and needs. So, from this side this should positively 
influence the attitude to the brand and so that future choices were also made of this particular 
brand. However, to the author’s view sometimes such can be that those brands that have less 
variety produce goods and items (or service) of much better quality and status than the ones 
with the great variety of products. From this side, a lot of choices has not really desired effect 
on the brand perception. So, to sum up, there can be seen quite a lot of arguments on the 
relationships between the number of products presented by the brand and the people’s 
perceptions and attitudes to it. 
Moving to the methodology, the research consists from the 6 studies (for analysis 1 
study was taken as it is more relevant for this particular thesis) with 33 participants with the 
chocolate brands and their descriptions as the research objects. The participants had to write 
their choice of chocolate and evaluate the brand quality and the likelihood of its purchasing. 
From results such was seen that 79% of people preferred the brand which had more product 
options for choosing. As well as quality scores were higher in those chocolate brand which 
also has more product variety in it. Also, what was interesting to observe is that after 
conducting all the studies it was assumed that for people it was likely to purchase the product 
again of the brand which presented more products than the one which had limited options. As 
well as such was noticed during the empirical studies, that big variety of the products 
positively affect the perceived quality of them when brand and products are informative and 
contain all the needed information, in the given case, about the chocolate. So, such can be 
concluded from it that sometimes for people the amount of options is not so important 
because enough of true information about the product is much more vital and important to 
have on the products and about the brand. To the author’s view, it is related to the term 
“brand knowledge” mentioned on the previous pages. In addition to that, it was found that 
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when speaking about the great variety, it is better to have all the products are consistent with 
each other and to organize them in accordance with the one specialization.  
To conclude, there were found quite a lot of research works on the topic of the 
formation of the brand, customer’s brand perceptions, relationships between the concepts of 
various brands and perceived quality. What can be understood is that for brand managers it is 
vital to analyze and understand all the components needed as well as their importance in 
order to form a strong brand equity and its elements (brand recognition, brand attitude, brand 
image). Moreover, such theoretical aspect can be proved that for any brand it is necessary to 
establish certain values, provide all the needed information that people want to get and be 
beneficial for customers in order to be quality and successful on the market. 
1.3 Definitions on advertisement and its main aim, the concept of print 
advertisement 
In order to conduct the proper empirical research, in this section the author decided to 
consider and to analyze various definitions of the advertisement and to define the main goal 
of it. 
Nowadays, advertisement plays huge role for every company or a firm as the product 
variety is increasing and with it the more competitors appear on the market thus more 
effective and attractive ways of promotion the company has to utilize. To start with the short 
and clear definition, Gillian Dyer (1982, p.2) wrote that “the word “advertising” means 
“drawing attention to something” or notifying or informing somebody of something”.  
To begin with, the first and the clearest definition of the advertisement is: 
“Advertising is a paid, not personalized communication, carried out by an identified sponsor 
and using the media in order to persuade (to something) or influence (somehow) the 
audience”. (Williams, 1999, p.736) As well as such definition should be taken in account: 
“Advertising is the nonpersonal communication of information usually paid for and usually 
22 THE EFFECT OF ART IN ADVERTISING ON BRAND PERCEPTION 
 
persuasive in nature about products, services or ideas by identified sponsors through the 
various media”. (Bovee, 1992, p. 7) 
To compare these two quite exact and precise definitions, it can be said, that both 
authors claim that it is paid form of reaching to the people as well as it is non-personalized 
way of communication which explains that a company reaches a huge amount of people by 
segments but not to certain persons. Also, what is common is that the companies are using 
various communication channels, but mostly media, such as television, social media, radio, e-
mails. If looking at statistics, 96% of B2C marketing specialists state that such social network 
as Facebook is effective platform, according to Brad Smith (2019).  
Both authors Williams and Bovee mentioned in their definitions that advertising has 
persuasive character as its task is to sell a product and to make the best product so that catch 
people’s attention, gain their interest and make person to choose this brand and not a 
competitor’s product. Moreover, the persuasive advertising strategies are a good and effective 
way to have a certain impact on a customers, especially if it is a new brand and it has just 
appeared on the market, and so as to go quickly into operation and making demand, it has to 
utilize all the various ways to catch people’s attention. “The most memorable and resonating 
ads usually walk a fine line between clarity and subtlety. You want customers to "get" your 
message, but you also want them to have to think a little bit so you can create some cognitive 
residue, or lasting impact.”, (Neil Kokemuller, n.d.).  
This proves the point mentioned in the introduction that marketers fully show their 
creativity with providing metaphors in their advertising campaigns, some “life” things that 
could catch a person who is just passing through or who is watching TV with a million 
minutes of advertisement, and including art in a daily people’s lives might catch some more 
attention to the products and change the whole perception of the brand especially if these art 
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elements are included on even on the chocolate and cookies, water, alcohol, dairy products’ 
advertisement.  
Considering another definition, for example, according to Vakratsas & Ambler 
(1999), generally speaking, advertisement is the way of communicating with the potential 
customers, providing them relevant information and paying their attention to the particular 
brand. So, to get in deeply, those two researchers make accent, from the psychological and 
sociological perspectives, on advertisement as a way of communication with the audience 
and attracting them to buy company’s product which is also can be seen as difference with 
two above-mentioned definitions that can be seen as a more economically formulated. 
According to the Philip Kotler (2007), “advertising is non-personal form of 
communication carried out through paid means of disseminating information, with a clearly 
indicated source of funding”. These definitions also state that it is both non-personal and paid 
form of providing information about the product and a whole brand to a certain segment of 
people on which company is oriented. In his book Philip Kotler also gives a detailed 
overview of all the forms of advertisement that method how it can be used, there are: social 
character, the ability to exhortation, expressivity, anonymity. In this Bachelor research, the 
author will make orient on an expressivity, as it is described as a color, sound and noise 
reflection. The color aspect is going to be the foundation for the empirical research, as visual 
art can have a big influence on a person’s attention, which will be the main task for the 
empirical study. 
In the Table 2 below, there is a possibility to see all the found and analyzed 
definitions of advertisement. From the first view, they all mean the same pretty much – the 
main aspect which is a vital part of any creation of advertisement is communication with 
people – potential customers.  That is why author might assume that inserted information on 
it is the most important to take in account for marketers. 
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Table 2. 
Summary of the definitions of the term “advertisement’ 
Author and year Definition of advertisement 
Gillian Dyer, 1982 “ “drawing attention to something” or notifying or informing 
somebody of something” 
Williams, 1999 “paid, not personalized communication, carried out by an 
identified sponsor and using the media in order to persuade (to 
something) or influence (somehow) the audience” 
Bovee, 1992 “non-personal communication of information usually paid for 
and usually persuasive in nature about products, services or 
ideas by identified sponsors through the various media” 
Vakratsas & Ambler, 1999 is the way of communicating with the potential customers, 
providing them relevant information 
Philip Kotler, 2007 “is non-personal form of communication carried out through 
paid means of disseminating information, with a clearly 
indicated source of funding” 
Source: Compiled by the author 
Comparing all these definitions of the mentioned authors, it can be said that all of 
them are claiming that first of all, creating advertisement means establishing certain 
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connection with target audience by using various channels of communication (usually, 
media) and of course, finding and creating effective marketing strategies to be different from 
the brands in similar category and in order to catch person’s eye. If looking at the common 
components of all the terms, almost each author mentioned that first of all advertisement is 
not being oriented on one person and it is not created for a certain individual but rather it 
aims at enticement of a certain audience – narrow or wide category of people. Although, 
definition of the Vakratsas and Ambler is just explaining the main function of the advertising 
from the psychological view, whereas Kotler, Williams and Bovee both are emphasizing that 
advertisement is paid and is not personalized. 
After analyzing all the possible definitions of the term “advertisement” there is a need 
to explain the concept of print advertisement and what are the types of it. It is known that 
print advertisement is one of the main marketing promotion and communication channels for 
spreading information about the product or service. This type of advertising is being oriented 
on paying people’s attention massively. According to the Cambridge Dictionary, print 
advertising – “advertising in newspapers or magazines, rather than on television, radio, or 
internet”. So, it can be advertising that is on any printed materials – magazines, newspapers, 
posters, flyers, booklets and other alternatives of promotion.  
As Ageev et al. (n.d.) brought out in the article, print advertising is “a set of 
advertising media made on specially made for advertising purposes printed materials that are 
not periodicals. Refers to a non-media form of advertising and is one of the most common in 
advertising for goods and services”. If considering the actuality of the print advertisement to 
the author’s view, the way of advertising the product thanks to any type of paper in 21st 
century has faded a little bit because nowadays social media advertising has become more 
popular and more effective. However, the author would like to mention that as everything 
moved to social media and internet advertisement is prospering for long time already, printed 
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materials are being displayed and spreaded now on various social media channels. For 
instance, printed magazines can be easily displayed online on the website or can be edited in 
both variants: online and the paper one. 
Although, there is a need to explain why this type of advertisement was taken by the 
author for the basis of this Bachelor thesis. While analyzing various wine advertisements the 
author made such conclusion that there are quite a lot of interestingly, creatively and 
unusually designed wine promotion materials. So, in survey there will be presented very 
creative designs with art elements of the wine advertisement that caught the author’s 
attention.  
Based on all the definitions presented and analyzed above, the author would like to 
create her personal definition of advertisement that will suit the current aim and investigation 
in this thesis. So, to the author’s view, advertising is first of all a possibility for a brand to 
visually present all its benefits which consumer will get after purchasing its product thanks to 
various communication channels and emergent modernized marketing trends and strategy. In 
this definition the author will make a focus on a word “visually” because in this thesis the 
main research object is the visual appearance of the product and the people’s visual 
perception of the product and consequently the perception and attitude to the whole 
trademark. Furthermore, the main research question would be to understand whether 
inclusion of art has some obvious effect on the person when he/she looks at the wine 
advertisement together with understanding the influence on the attitude to the brand and its 
components.  
1.4 Previous studies on revealing the role and the effect of art features in product 
advertisement  
In this part, the author is going to present the results of previously made empirical 
studies on the role and the effects of art usage in advertisement. It is needed to mention that 
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this topic is very interesting but at the same time is quite wide and complicated. So, 
obviously while searching, the author noticed that there are not so many research works that 
would discuss exactly the topic of the influence of art on the people’s brand perception, 
attitude to that and to certain product or even generally about the role of visual art that is 
placed on any type of the advertising of any product category.  
Moreover, to understand the meaning of art on the advertisement and what can be an 
“art element”, there is a need to explain what an art for the author is and how it is presented 
and analyzed here in this Bachelor thesis. The author of this work pushes off from the 
understanding of art as creative and originative activity of a person which is aimed at creation 
of aesthetically expressive forms. Art object is considered as multidimensional semantic 
formation fixed by expressive means in artistic images. They, in turn, reflect constantly 
transforming artistically aesthetic experience of mankind. And as a consequence, possesses 
cognitive and communication functions as in case of advertisement and promotion of the 
product or the whole brand. To sum up, art in the advertisement is any artistic, creative and 
unusual expression of the content (or the addition to it or the design) that usually has to be 
visually and clearly presented on the advertising with the aim of more active and effective 
attraction of the potential customers. 
The first Spanish study called “Art in Advertising. Types of Visual Art Usage in 
Commercial Communication”, is mostly researching the connection between the art and 
advertisement and the use of the visual art in a commercial communication and has more 
theoretical research but from the empirical perspective. The methodology that is used in this 
work, is based on a categorization of the commercial strategies which represent the visual art 
that has been already used in the advertisements of products from various fields. Moreover, 
researchers divided the visual art usage by themselves, showing and then proving that there 
are two types of advert with art: in a form of expression and form of content; as well as to 
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each of the category and type, the relevant example with the detailed description was 
brought. In the author’s opinion, this work provides very bright examples on how art can be 
used and expressed in various product category and in different forms. In addition to that, this 
method of categorization significantly eased the process of reading and understanding the 
empirical part of the research. 
Speaking about the result of this empirical study, Heredero and Chaves (2016) 
concluded that with the time bigger number of various brands began using this strategy – 
implementation of the art features to their product’s advertisement and that each brand choses 
their own way to present it.  
To bring another bright life example of the art, that impressed the author, shown in a 
form of content, very touching and cute Australian advertisement of the Australia Post, where 
the content is shown through the hug and with the quote: “If you really want to touch 
someone, send them a letter”. On this print advertisement, it is possible to see the text of the 
letter that has acquired the form of a person, there by literally visualizing the idea of 
communication through the mail. (60 Brilliant Ads With Amazing Art Direction, n.d.). To the 
author’s view, such way of creating marketing campaigns can pay lots of attention from the 
potential customers due to the liveliness and sensitivity and such sentence’s formulation can 
really touch person. 
Speaking about the next study of a Henrick Hagtvedt and Vanessa M. Patrick (2008), 
these authors investigated the term – “art infusion” which explains that visual art has 
favorable effect on a product’s evaluation by the customer. 
The work consists from 3 studies. In this brief overview, author is going pay attention 
only on a first study as its meaning is to provide to products with and without art and observe 
the people’s evaluations. In the empirical research, such an analysis was conducted that, the 
main aim was to present art and non-art advertisement. To present the theory, the art infusion 
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phenomenon and the spillover effect of art were proposed in order to clarify the role of the art 
in advertisement and in a product design. “Spillover effects are marketing and advertising 
processes in which one condition positively influences another condition. For example, if one 
product is already associated with a positive image, another can also benefit” (RyteWiki). In 
the case of this research the spillover effect is appeared to be in connection with luxury 
products. Here comes the difference between the first Spanish research and this one, as here 
the luxury goods are taken for analysis. That is why such aspects as described in Study 2: 
“perceptions of luxury”, “mediations by perceptions of luxury” and “familiarity” are not 
something that the author is considering important in this thesis. 
Based on the authors’ discussion that were made after each of the Study in this work, 
such conclusions were made that if comparing all of the Studies (1, 2 and 3), the reactions on 
the product’s advertisement and the whole product design with the art images were higher 
than with non-art ones. 
To sum up, this empirical investigation also proves that in accordance with Study 1, 
as well as the first analyzed empirical research, the presence of art in product (whether usual 
or luxury) has favorable effect on people’s evaluations. 
Moving to the second research made by Henrik Callerstrand (2010), the role of art in 
advertisement is being analyzed combining in its previous research. Speaking about 
methodology, Henrik Callerstrand in his research is using statistical method, as well as the 
same statistical test was made in the previously analyzed empirical study of Hagvedt and 
Patrick. The empirical part of this author is more based on a setting the hypotheses and test 
them in SPSS which helps to determine the true and false hypotheses in further research. 
In the results part, Henrik Callerstrand divided analysis on the effect of art on 
advertising objectives and effects of art on suggested mediators. What is interested to notice, 
based on the tests’ results, it can be concluded that the art usage does not have strong 
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influence on the people’s evaluations. But instead, it is appeared that the positive and not 
negative picture is more important for people to have better evaluations (based on the print 
advertisement for magazine - Air Tours). However, ANOVA test showed little level of 
significance that there is a connection between the level of artistry and the participant’s 
evaluations. According to the researcher’s next statistical test, an unusual effect of the art 
inclusion to advertisements was that people do not necessarily love products with art objects, 
because for people it is more important to just see a pleasant advertising, so to bring example, 
it is not that important whether it is just a usual photo or the well-known painting, the main 
aspect is the overall perception and evaluation of the product. This researcher also analyzed 
the fife aspects in connection with the well-known term as “art infusion”. 
The next research work is aiming at the investigation of the effects of the art inclusion 
in advertisement and at the detailed analysis of the term “art infusion”. This research paper is 
like a continuation of the work of Henrick Hagtvedt and Vanessa M. Patrick about the new 
updates of the term “art infusion” and consideration of effectiveness of inclusion the luxury 
art paintings in the advertisement. So, in fact work of the Peluso, Pino, Amatulli and Guido 
(2017) made their research on the basis of this term, which is the opportunity for art to 
positively influence the evaluation of the customer products. The main purpose of this work 
was to investigate whether it is effective to insert various art creations in luxury 
advertisement. Here comes the difference between this Bachelor thesis and this analyzed 
research paper in highlighting only the luxurious advertising with the famous art painting 
created by the world-known artists while here the author is not making an accent on a certain 
type of the art or certain advertisement but taking all of the market segments – whether it is 
middle market wine or luxury ones. The situation is the same with the art elements on the 
wine advertising because in the present thesis it was not necessary to include exactly the 
famous artworks but to find all the possible examples of the wine advertisement that is 
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designed in creative and artistic way. The present empirical research consists from the three 
studies and each of them is testing the hypothesis that was established by the researchers. In 
these studies, the main research path of this work was to understand the level of recognition 
and willingness to buy while for the participants of the online and real life surveys such 
advertisements were presented: with the low recognizable painting of a certain style and with 
the high one as well as to understand the deep meaning and effectiveness of the art infusion 
notion on the practice after it was firstly analyzed by the other two researchers. The first 
study analyzes the effect that a recognizable and non-recognizable painter’s style has on 
consumers’ opinions about the luxury products. The second and third studies highlight the 
participants’ desire to a certain signal status and for distinction – the factors that are relevant 
to advertisers and marketers who are interested in targeting the individual differences.  
While understanding and analyzing this work, such can be concluded that the main 
aspect of the influence of art on advertisement was confirmed through all the studies of the 
work and these researchers also proved that art elements inserted on the advertising can 
significantly increase the favorable evaluations of the people. Furthermore, the combination 
of the famous well-known art creatures with the luxury advertisement showed a higher 
desirability to buy exactly this product but from those people who want to highlight their 
social status and demonstrate the apparent ability to afford such expensive and luxury 
purchase. Also, it was discussed that such consumers pay attention on the attractive and 
highly recognizable artworks much faster and are more willing to buy such category of 
products that are advertised in such way. Although as it was mentioned before, here comes 
the significant difference as the main accent in that research paper was on the pairing and 
finding the relation between the inclusion of recognizable and non-recognizable artworks and 
the desire to buy the luxurious category of products. That is why the results might differ from 
the one that will be later in this Bachelor thesis. 
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After getting acquainted with all these researches, author can make such conclusion 
that as for now the first research work of the Heredero and Chaves (2016) proved the wide 
usage of the visual art elements on the advertisements of very different products categories 
and that the brands actively utilize this method of paying attention on the new lines of 
products or the updated version of them. It is needed to mention that in this work, the authors 
brought a large number of life examples of interesting, unusual, creative and eye-catching 
advertisements as well as proved that this method of paying attention has been widespread 
already from the early years.  
Looking at the conclusion of the Henrick Hagtvedt and Vanessa M. Patrick (2008) 
research work can be seen that inclusion of art elements on the product design showed very 
positive emotions and reactions from people which proves the fact that role of visual art on 
the advertising is significant and that people evaluate such designs more positively. Although 
on the contrary, speaking about the last empirical work analyzed, thanks to its statistical 
methodology, it proved that it is not necessary at all to have art elements for people to like the 
product and to change an attitude to the product or the whole brand in a positive way and to 
obtain excellent impressions about the products or the brand. The reason of it can be that the 
researcher Henrik Callerstrand used the method with 11 hypotheses and more from the 
“artistry” perspective which show this research more from the creative side and analyses the 
level of artistry and the marketing objectives. 
The final work for an overviewing is a research paper with the main aim to discover 
and analyze the relationship between the fine art and advertisement with the help of two 
artists presented: A. Toulouse-Lautrec and A. Mucha. The author of this paper claims and 
proves, that functions and tasks of the advertisement are very directly connected with the 
main functions and tasks of advertisement. So, to this research paper’s author’s view, the 
advertisement and art are connected with each other just because its main goal is to provide a 
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lasting impression and to make customer admire and for marketing specialists have them 
excited about how the product is presented on the store’s shelve as well as artists have same 
aim as they want to provide an indelible impression on the people who are observing their art 
creatures. Moreover, what has to be mentioned as well, that is most surprisingly for the 
author, is that in this paper it was being researched and concluded that this connection has 
been settled in very early periods of the art origins.  
For instance, interestingly, that such great and well-known surrealism, impressionism 
Spanish artist as Salvador Dali, he was a person who designed the logo for the Eurovision 
Song Contest and created a statue that stood on stage during the contest. From another 
examples, there is also such an artist and producer as Andy Warhol, a famous pop art classic, 
began his career as an advertising artist: he designed window dressing, made posters, 
designed Coca-Cola bottles, and made advertisements for Vogue and Harper`s Bazaar 
magazines. Salvador Dali designed the logo for the company Chupa-Chups. It was he, who in 
1969 came up with the shape of the flower for the Chupa Chups logo as well as he suggested 
placing the logo not on the side, but on top of the candy. (Izobrazitel’noye iskusstvo v 
reklame, 2015) 
In this thesis the author is focusing the research on art features on the print 
advertisement while in the research paper the influence of art on advertisement has been 
proven with the help of the fact that the first way of how art can be “inserted” in 
advertisement in previous centuries were street posters which advertised various festivals, 
concerts, theatres and exactly in this type of print advertisement an art was presented. 
According to the author of the analyzed research paper, artists bring their aesthetic vision of 
the world into advertising, raising the advertising genre to the level of high art, and the 
advertising industry responds to them in return for their wide popularity and material reward 
(Izobrazitel’noye iskusstvo v reklame, 2015).  
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So, to conclude, a lot of time has passed since the first usage of art in advertisement 
but it still becoming more and more popularized to connect these two concepts in order to 
make more impression and to have a stronger effect on a person’s choice. Even if considering 
this aspect from another side, namely from the statements that advertisement is some kind of 
art (that is still very controversial issue), then in this case it can be seen that art has always 
been a vital and inalienable part of various types of advertising. 
Each work presented in this subchapter, gave to an author an opportunity to dig 
deeper into the topic research and thanks to the content and the results of them, now it is 
more likely to fully understand a researched topic and to conduct more enriched empirical 
research. It is worth considering, that obviously, there is a big research gap, as it was quite 
difficult to find sufficient amount of any empirical results on role and art usage in 
advertisement, so definitely there are not enough works on a resembling topic with similar 
objectives, tasks and methodologies. 
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2. Empirical study on finding the effect of art in wine advertisement on brand 
perception 
The empirical research is conducted to understand whether inclusion of different art 
objects into the advertisement of the wine products somehow can influence the potential 
customers’ perception of the brand.  
To bring out the reason of choice of the further empirical study, author would like to 
return to the study called Art Infusion: “The Influence of Visual Art on the Perception and 
Evaluation of Consumer Products” of the Henrik Hagtvedt and Vanessa M. Patrick. The 
author decided to orient her empirical research on this study because to her view, such study 
was extremely useful and was very helpful in determining the effect of art in advertisement 
on a customer’s preferences and choices, as well as attitude to the brand thanks to the ability 
to examine people’s preferences opinions on two types of wine advertisement. This can be 
proven by the Villarejo-Ramos and Sanchez-Franco (2005) who stated that all kind of 
marketing communications (in this context it is advertisement) can significantly influence the 
quality of the product just because these communications will increase the associated value of 
the brand which certainly can higher up the intention to make the purchase of this brand.  
2.1 Description of the object of empirical study 
For the author’s research, 8 objects for the clear visual representation, advertisement 
of wine bottles were presented: 4 with the various kinds of art objects and another 4 – without 
it (just the usual simple advertisement). The author decided to choose wine industry after a 
long research of all the industries and then concluded that the wine products are appeared to 
be the ones which has one of the biggest number of examples of the bottles where art features 
can be found included. So, it can be said that it was much easier to find excellent and bright 
examples of art reflected on wine advertisements in the wine industry.  
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What is concerning the wine bottles, there is a need to provide brief explanations of 
each of the presented in the section of Appendices so that it was understandable and clearer 
the reasoning of choosing all these 8 advertisements. Starting from the wine bottles, which 
will be as visual examples, that have usual and unremarkable advertisement design on it, 
there are four of them and they are presented in Appendix B (№2), Appendix D (№4), 
Appendix F (№6) and Appendix H (№8). Speaking about the bottles that have art objects on 
its advertisement, they are reflected in Appendix A (№1), Appendix C (№3), Appendix E 
(№5) and Appendix G (№.7). In Appendix A, there is a vivid example of one of the types of 
a modern and innovative art which lies in a reflection of the religious theme and the wine is 
presented in a form of the element of stained glass that usually can be found in the churches. 
Appendix C shows a bottle which perfectly reflects the deep personality and the meaning of 
the brand and the advertisement made in a form of the “speaking bottle” that incites and 
motivate people to buy particularly this bottle thanks to its catching slogan. In Appendix E 
there is an example of a non-standard and extraordinary approach with the bottle that is 
merged with the other trees and with the forest and is associated with the. And in Appendix G 
there is a representation of quite simply made design although at the same time in an unusual 
and very creative way. 
In addition to those wine advertisements that were taken for further analysis, author 
has also found many other brands that used art elements in the on the marketing campaigns’ 
designs. This fact can be compared to the main conclusion of the Heredero and Chaves 
(2016) research work where they stated that proved that multiple brands became including art 
features in the product advertisements of different categories in order to pay more of the 
customers’ attention.  
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2.2 Description of the methodology  
Speaking about the methodology, the quantitative method will be used by the author 
in order to collect the results and analyze participants’ responses by creating a questionnaire. 
The survey was created in a Word Document as this platform was considered as the most 
convenient way to get and interpret results. The questionnaire was spread via students’ 
Facebook group of the University of Tartu as well as personally to each the potential 
respondents.  
Moving to the sample, there are 60 people who participated in the questionnaire 
conducted by the author. The questionnaire contained 7 questions:  
• To which age group you belong;  
• Please evaluate the following wine brands based on the advertisement (by the 
following aspects (quality, status, price, personality, reputation, willingness to 
buy); 
• Please choose one wine advertising from all the presented below which you 
like the most; 
• What do you think about this wine brand? 
• If in the question №3 you chose pictures 1,3, 5 or 7, which associations with 
brand you have while looking at this wine advertisement? 
• How important is brand to you when choosing wine (from 1 to 7)? 
• Do you generally pay attention on the wine advertisement? 
In questions 2 and 6 answers are provided thanks to Likert scale from 1 to 7. In the 
second question – 1 – low and 7 – high and in the sixth question – 1 – not important at all and 
7 – very important. 
The author of this investigation did not make any accent on the age so there were all 
the groups from 19 to 55 as she decided not to differentiate the analysis by age as for this 
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particular topic this is not so relevant. The second question was formed based on the types of 
brand perception provided by the John Spacey’s (2017) article as this perfectly would reflect 
the difference between the results of the advertisement with and without art elements on it by 
each of this aspect of the brand perception. As well as the last factor, which is willingness to 
buy was taken for analysis in order to whether the desire to buy will depend on the unusual 
design of advertisement or not. The third question was formed in order to understand the 
preferences and the choice of participants in order to understand which advertisement is liked 
the most and chosen more times. The next question about the opinion of the brand of the 
wine that was chosen in previous question will be able to show and explain the participants’ 
attitude to the brand and importance of brand for them. The fifth question was built based on 
the definition Keller (2013) about brand being a certain set of associations that occur in 
people’s minds when they are seeing the product of this brand for the first time. So, the 
author of the present work thought that this question will be interesting to analyze and see 
which associations about the brand people might have when they looked at the wine 
advertisement with art. The sixth question is helpful for clearly understanding the situation 
with the brand importance when people are choosing wine in the shops as from marketers’ 
perceptive it is needed to understand whether they have to creatively work on the creation of 
strong brand image and to differ from other wine brands that are on the market. The  last 
question in the survey was to find out whether people generally pay attention on the wine 
advertisement in order to understand whether it somehow can influence people’s choice and 
preferences when they want to choose wine in the supermarket. 
2.3 Analysis and interpretation of results of the investigation  
The questionnaire was completely anonymous and starting from the first question, 
from the Figure 1 it can be seen that the main number of respondents were students from 19 
to 25 years old (42 from 60 respondents) and the next sector was from 26 to 35 – 7 people, 6 
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people from the range of 36-45 and 5 people who was in the range from 46 to 55. But such 
statistics was expected. 
 
Figure 1. Age indicators 
Source: compiled by the author based on raw data received from survey 
Moving to the results of the second question, the author decided to calculate averages 
of each aspect presented in research methodology of each of the wine advertisement in order 
to receive proper results and being able to compare the values and to highlight the highest 
ones. Thanks to the average values it is going to be possible to understand how people 
perceive brand of certain wine based on the 6 types of the brand perception and when looking 
only at the wine advertisement designed whether in a very creative and unusual design or in a 
very simple and usual way. Starting from the first factor which is quality such results can be 
followed (Figure 2) that the first bottle which is presented in Appendix D (№4) with the 
value of 5.4 and which does not have any art element on it. This might be followed by such 
associations that as this bottle contain the name and surname, then this might be produces or 
a wine housekeeper and it automatically means that the quality of such simply, but luxury 
designed wine might be on the high level. The next one by the quality factor comes the wine 
which is in Appendix A (4.8 value). These two wine advertisements can be compared just 
because they both look quite expensive and beautifully designed. Although, the number 8 
(Appendix H), without art advertisement, is also not so far from the previous ones (4.6 
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value). Advertisement №3 (Appendix C) which contains art design is also associated with 
quite law quality which might be because of lack of information presented about the wine on 
the advertisement. 
 
Figure 2. Quality  
Source: Compiled by the author based on raw data from the survey 
Analyzing the next factor – status and comparing it between different wine 
advertisements, on the Figure 3 such can be seen that the average values between various 
wine bottles are quite similar which means that again the bottle presented in Appendix D 
(№4) took the first place by the status (5.4) and the second place is advertisement in 
Appendix A - №1 (4.9). This can be explained also by the luxury style of the both 
advertisements and the perceptions of the brand are quite similar with the quality results. The 
reason of that might be also the presence of such simple but at the same time confident 
etiquette and the grape leaves represented the traditional and long history and style. 
 
Figure 3. Status  
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Source: Compiled by the author based on raw data from the survey 
Moving to the third aspect (the price level), looking at the Figure 4, logically thinking, 
advertisement №4 (Appendix D), which is without any art, again seemed really expensive for 
most participants with the value of 5.1 which is quite high knowing that the maximum value 
is 7. This value can be compared also to the value of the bottle number 1 (Appendix A) just 
because the value of this is 4.8 which is much higher than the average all the values. These 
are quite obvious results and they are in accordance with results of the two previous just 
because for most people high quality means high quality as well as high status means that it 
should be expensive. The lowest result (№3) was also quite unexpected as this is the bottle 
(Appendix C) which looks quite expensive from the author’s view and is worth paying for it. 
 
Figure 4. Price  
Source: Compiled by the author based on raw data from the survey 
Moving further, looking at the Figure 5 where there are different average values of the 
personality level, such can be seen that: the wine advertisement with art has the same value 
(5.03)  as the one that is without (Appendix A and D respectively), although the author 
expected the results where the advertisements with art on it would take much bigger value 
than the ones without it because usually if something is creatively designed it means that it 
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wants to show something that lies deeper but not on a surface and has a deep meaning inside 
which is not understandable for everyone. 
 
Figure 5. Personality 
Source: Compiled by the author based on raw data from the survey 
Analyzing the fifth factor the results of which is presented on the Figure 6, the results 
are also similar to the ones received in the previous questions. The biggest value (5.4) 
belongs to the wine advertisement number four again (Appendix D) and the second biggest 
(4.8) – to the Appendix A (№3). This relates to the fact that all the previous factors also 
belong to these bottles and to the author’s view reputation level is tidily connected with status 
and the price levels. Such results can be explained also by the design of those two 
advertisements. For instance, maybe such religious meaning of the advertisement provided in 
Appendix A, might mean having really good reputation on the market. 
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Figure 6. Reputation 
Source: Compiled by the author based on raw data from the survey 
Finishing the analysis of the second question, on the Figure 7 such can be seen the 
contradicting results as the advertisement with art has the biggest value (4.2) which means 
that most of the people would have wanted to buy particularly this bottle even though it did 
not have really high results in the previous questions. Also, as it can be seen the maximum 
value is only 4.5 with means that there is no higher value than 4.2 of the bottles in Appendix 
A. This might be explained by the fact that quite a lot of people chose really low numbers (1 
2 or 3) because they do not drink alcohol and logically, they do not need to buy it. Although, 
this might seem quite strange that many people gave quite high evaluations to the bottle 
without art (№4) but they desire to buy still is not so high (only 3.9). The reason of that might 
be that as the price was estimated like quite expensive and high, then the willingness to buy 
such expensive wine is becoming lower just because most of the people prefer to buy wine of 
the middle-market but not the luxury ones. That is why here in this factor the attitude to the 
brand also may become quite low. 
 
Figure 7. Willingness to buy 
Source: Compiled by the author based on raw data from the survey 
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Analyzing the third question about the preferences, it was calculated and found out 
that wine advertisement which is presented in Appendix D (№4) on the Figure 8 was chosen 
and liked more times than all others (28%). As it can be seen, this advertisement did not 
contain any art elements in it but if trying to assume why participants chose particularly this 
wine, to the author’s view the reason is that everyone thought that this wine is very expensive 
and that it automatically means high quality also because of the grapes leaves around and 
quite simple but rich etiquette on it. As well as people saw the name and surname of the 
person and maybe it associates that it is some kind of house wine which is made exclusively 
from natural ingredients and also it might mean a long and even old history of this wine.  
In contrast can be seen that the next most preferable wine is number one which is in 
Appendix A (№1). The author observed and noticed that in both questions 2 and 3 
participants evaluated this advertisement on quite high levels. Although, for this wine there 
were less people (13) who vote for it, this was a signal for the author that such advertisement 
which seems very unusual and which stands out from other wines, was liked by many people 
as well. Also, what is significant to tell is that the on the third place by the likability of the 
wines, wine number 3 (Appendix С) has appeared, which also contains visual art on it and 
which look very promising and confident (7 people chose this wine as the most attractive and 
unusual). Bottles that took the least number of votes were the wine advertisement in 
Appendix F – without art and Appendix G – with art.  
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Figure 8. Most preferable wine 
Source: Compiled by the author based on raw data from the survey 
So, it can be seen that even if the advertisement is very simple and does not contain 
anything unusual in it, this anyway means that people might like this more and are willing to 
buy this more than any other advertisement which is very different from others.  
Moving to the fourth question, on the Figure 9 it is clearly seen that larger part (65%) 
of participants positively evaluate the brand of the wine that they chose in the previous 
question. However, for the author it was quite surprising that for almost half of people brand 
does not matter at all even though they chose particularly this brand as the best one. Author 
assumes that this might be because of such product category and the last question will prove 
such results as appeared here. Namely most of the people choose already known wine and 
maybe they pay attention not on the brand but rather on type of wine, price and country of 
origin. Although, as it was presented in the second question, all these factors are gathered in 
one term which is brand perception. Also, such results might be because of already 
mentioned notion which is brand recognition. So, people would turn to already known or 
tried wine and not searching for some new ones. But for instance, if it was another type of 
products or category, then people would have made another choice in this question. 
 
Figure 9. Opinion about the brand 
Source: Compiled by the author based on raw data from the survey 
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Speaking about the question the fifth question, where people had to write their 
associations with the brand if they chose particular wine (with an art element on it). Here the 
author decided to generalize and to highlight some opinions (keywords) that were mentioned 
the biggest number of times. So, if people were choosing advertisements that are in 
Appendices A, C, E and G, such associations were noticed the most frequently: 
• unusual, original, creative and unique design; 
• long history, something traditional and family brand; 
• rich and premium; high status and reputation; 
• good quality and taste. 
Such explanations of people’s associations gave the author possibility to understand 
how unusual design might influence associations with the wine brand. Uniqueness and 
creativity of advertisements were quit expected ones for the author because such designs are 
not so often to see. Although, the statements about the richness and long history were quite 
surprising for the author because often creativity would not be associated with something 
traditional and rich and high status. 
Speaking about the interpretations of the responses on the sixth question about the 
importance of the brand (with the scale from 1 to 7), the average number was calculated, and 
the value turned out to be 4.4. This value shows that the value that is higher than the average 
so generally saying while analyzing all the responses, for most participants the wine brand 
was more to the important side although some people sometimes highlighted the minimum 
value which is 1 and which means that far no for each person brand plays crucial role while 
choosing wine in the stores. As it was already concluded in the question №4, such results can 
be because of such product category and that 4.4 result might be connected with many results 
from the fourth question in which for quite surprising amount of people brand does not matter 
at all.  
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Moving to the final question of the survey, here statistics was also very unusual for 
the author to observe just because as can be seen in the Figure 10, 65% which is 39 people 
out of 60 do not really pay attention on the wine advertisement whereas 35% (21 people) do. 
To bring out possible reasons of such answers, such can be stated that probably as wine 
advertisement is not as popular as chocolate one, alcohol or even dairy and it is hard to find it 
in people’s everyday lives people answered in such way and this question showed that larger 
part is not so interested in wine advertisement. 
 
Figure 10. Attention on wine advertisement 
Source: Compiled by the author based on raw data from the survey 
As for the summary of the results’ interpretation, author decided to calculate the 
averages by each of the brand perception factors but separately of the advertisement with art 
and without. Below the two Figures 11 and 12 were created for the clear visual representation 
of the average results of all the wine advertisement.  
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Figure 11. Averages by each factor of all the advertisement with art 
Source: Compiled by the author based on raw data from the survey 
 
Figure 12. Averages by each factor of all the advertisement without art 
Source: Compiled by the author based on raw data from the survey 
After looking at this both Figures such can be concluded that the brand perception is 
more positively evaluated with all the factors from the advertising that is designed without 
any art elements and is having just a usual design. Survey’s participants evaluated with the 
highest values those bottles that are without art on it. Although this is not related to the 
Personality factor because this it is much higher than the other factor in those bottles that are 
with art. This factor is also the highest from all the reflected in Figure 11 although all other 
factors are quite low. From all the factors in the Figure 12, participants predicted that 
according to such simple but attractive non-art designs might signify the higher quality than 
the bottles that are creatively designed. As well as such designs mean high status and high 
price as it was proven in analysis of previous questions as well. 
Conclusion 
To conclude and to review all the tasks of this work that were aimed to analyze during 
this research work, there is a need to understand which findings were done.  
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Through this work there were certain aspects that were varied in theoretical as well as 
empirical approaches. In the theoretical part there were many factors that demonstrated the 
significance of the visual aspect of the product and the design of the advertisement and that it 
has a favorable effect on a perception of the brand. Moreover, the main elements of the brand 
and brand perception were revealed through analyzing claims of different authors. In 
empirical part it was demonstrated by the author and proved that it is sometimes not so 
important how the advertisement looks like (especially in the wine industry in this case) but 
still it might create certain pleasant but different assumptions in the people’s minds 
(empirical part also proved this fact). Although, it can be concluded that for the marketers 
and brand managers it is quite important and is advantageous in terms of sales and customers’ 
attention and demand, to really “care” about the visual representation and appearance of the 
products so that it contained both: clear message, objective and was acting as a promoting 
material (Makashev, n.d.). Additionally, in empirical part author has visibly utilized all the 
types of the brand perception and demonstrated how all these types can be used in practice. 
Furthermore, in further studies it would have been interesting and knowledgeable to test what 
are the other factors are influencing the brand perception. 
After the author’s empirical research, it can be said that inclusion of art has not so 
unambiguously high and significant effect on the people’s bottles’ rates, choices and 
preferences of the wine product, as well as on the prediction of the quality, status, reputation, 
price and willingness to buy, generally to say – brand perception and that for people inclusion 
of unusual artistic elements does not mean excellent quality, high status, high reputation as 
well as the intention to purchase is not increasing. That is why the results showed that it is not 
necessary at all to make creative designs around the product just because all the high values 
were devoted to the advertisement of wine, which is simply designed, and which does not 
have any extra elements on it. However, another conclusion also can be made that the usage 
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of art object in wine advertisement might influence positively the brand perception 
(especially, personality factor, although to the author’s view, how customers perceive quality 
is more important than perception of the personality of the status) which demonstrates the 
efficiency and feasibility of usage of this technique with art inclusion into the visual 
advertisement. From another side, there were not expected results when such occurred that 
brand might be not so important for people who intend to buy wine although a lot of 
participants mentioned that they positively evaluate the brand of the wine they chose as the 
most attractive one. What is concerning the preferences, here the empirical research also 
demonstrated that creative and artistic design is not needed to include in order to attract more 
customers. The author would also like to mention that her results are a little bit contradicting 
with the ones that were made by some researchers in the empirical works described in the 1.3 
subchapter which demonstrates that it is normal that the results differ from each other as there 
were examples of different product categories. 
And moving to the results from the other works’ reviewing, author can conclude that 
there are not enough of the researches to see many different results from the similar topic, but 
still it can be said, that the author was able to see how four various researchers decided to 
analyze the question of visual art usage in the various type of advertising and how many 
bright examples were presented in the works. Additionally, all the researches analyzed in 1.2 
proved that formation of brand image and brand attitude will form strong brand equity and 
that there might be various factors of the brand perception that affect the perceived quality of 
the product. The theoretical assumptions presented in the beginning of this thesis reflect that 
marketers are looking for various ways of how visual appearance can get more attention from 
the customers and that it has been widely used in various brands. In theoretical part, the 
author provided enough examples of advertisements on which different kinds of art elements 
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were presented. It is also worth mentioning, that all the works were helpful for understanding 
and determining what the best method will be to explore the effect of art.  
From the empirical research perspective, obviously there is a gap left and, in the 
future, there could be more studies made on revealing certain effect and a bigger and more 
significant influence of the art in the product advertisements from different perspectives. 
Additionally, for further studies another examples of products could be taken and also from 
the different product category in which art is being used as results might differ completely 
from the results of this empirical research. 
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